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RQ UHJXODU LQWHUYDOV VWXG\ WKH HIIHFWLYHQHVV RI WKHLU FRPPXQLFDWLRQDO WRROV DQG LPSURYLVH WKHP WR RSWLPL]H WKHLU
H[SHQGLWXUH 0DUNHWLQJ FRPPXQLFDWLRQ RQH RI WKH YLWDO SDUW LQ WKH PDUNHWLQJ PL[ EHFDXVH LW LV QRW RQO\ D
FRPPXQLFDWLRQDO WRRO EXW LW LV DOVR XVHG DV D JURZWK DQG GHYHORSPHQW VWUDWHJ\ E\ WKH RUJDQLVDWLRQV (YHQZHOO
HVWDEOLVKHGRUJDQLVDWLRQVFRQWLQXHWRXVHWKHFRPPXQLFDWLRQDOWRROVWRUHPLQGWKHLUFXVWRPHUVDQGPRVWLPSRUWDQWO\
UHWDLQWKHLUFXVWRPHUV,WLVDFRPSOH[DQGDIXQGDPHQWDOSDUWRIDQ\ILUPVPDUNHWLQJHIIRUWV
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3URPRWLRQDO RIIHUV OLNH VFUDWFK DQGZLQ FDUGV RU JDPHV FUHDWHV D IHHOLQJ RI H[FLWHPHQW DQG LQWHUHVW IURP WKH















SURGXFWV DFFRUGLQJ WR WKH GLIIHUHQW SUHIHUHQFHV RI FRQVXPHUV LQ HYHU\ FRXQWU\ WKH\ HQWHU 7KH\ KDYH GLIIHUHQW












SKUDVHV LQ RUGHU WR GLIIHUHQWLDWH WKHPVHOYHV IURP WKHLU ULYDOV 2QH RI WKHLU SURPRWLRQDO VWUDWHJLHV DOVR LQFOXGHV
VSRQVRULQJ WKH IRRWEDOO OHDJXH:LWK WKH ULVHRIKHDOWKFRQVFLRXVQHVV LWKDVEHFRPHPRUHGLIILFXOW0F'RQDOG
V WR
FRPSHWHEHFDXVHWKHLUUHSXWDWLRQEUDQGVWKHPDVFKHDSIRRGVHUYHGIDVW







LQIOXHQFH WKH UHVSRQGHQWV SXUFKDVLQJ DW0F'RQDOGV  7KH VWXG\ DOVR DWWHPSWV WR PHDVXUH WKH OHYHO RI FXVWRPHU
VDWLVIDFWLRQDVVRFLDWHGWRZDUGVDUDQJHRIIDFWRUVDVVRFLDWHGZLWK0F'RQDOGV'XEDL%HVLGHVWKLVLWDOVRDWWHPSWVWR













0F'RQDOGV0F'RQDOGV QHHGV WR SD\ VSHFLDO DWWHQWLRQ WR WKLV VHJPHQW DQG ILQGRXW WKH UHDVRQ IRU WKHLU
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• 7KHUHVHDUFKVKRZV WKDWRI WKH UHVSRQGHQWVDJUHH WKDW0F'RQDOGVRIIHUVKHDOWK\ IRRG+RZHYHU WKH
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